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The second sense of the local, by contrast, is marked by a relative absence of articulateness or selfreflexivity: it is grounded in performative practices and interpersonal linkages that are not always relayed back via overarching symbols of community. Indeed, it is the relative absence of selfrecognition or self-acknowledgement that makes this interpersonal habitus both hard to reify and irreducibly local, or inexchangeable with other forms of identity. But also, by the same token, this 1 As Rajagopal puts it, 'the sphere of consumption is an infinitely graded hierarchical realm, so that a given repertoire of consumption practices permits one form of inequality, coded in locally recognizable ways, to be traded for another, more nationally or globally legible form. It should be noted that while the translation of regional practices to a more public arena permits new modes of identity formation, the extensive internal differentiation in any individual repertoire renders consumption patterns uncertain as a durable basis for collective action. Any forms of developers with an increasing interest in broadcast and internet services), with Murdoch's Star TV acquiring a 26% share in in 2000. However, despite these links with national and transnational players with their formal styles of corporate functioning (upholding the requirements of transparency, reporting and accountability to shareholders and so on), neighbourhood-level cable operators rely on much more flexible, informal and opaque arrangements: indeed, it is these arrangements that make it possible for the larger networks to adapt themselves to local circumstances. For instance, it is well known that even though the major trans/national broadcasters set fixed rates for broadcasting to specific territories and require a declaration of the number of subscriptions from city-level MSOs (multi-service operators: the intermediaries between the national-level cable networks or broadcasters and neighbourhood-level operators), subscribers in different neighbourhoods are charged varying rates more or less depending on how much they can absorb, and neighbourhood-level cable suppliers (also known as LMOs or 'last mile' operators) routinely under-report the number of subscriptions to the MSOs. All this is informally accepted as long as the final figures are within reasonable limits. In other words, the MSOs effectively act as translators between a formal, western-style, post-liberalisation corporate culture and a more informal, 'vernacular' business culture at the local level. 4 In terms of content, too, while Siti and WIN provide programming from the large national and trans-national production companies, in Ludhiana each also provides a limited amount of its own city-level programming, enabled by local advertising, over and above the usual film broadcasts from videos and DVDs (often pirated) provided on a dedicated channel by all MSOs and neighbourhood operators across the country. Siti and WIN both have their own small production facilities, from which they broadcast city news and entertainment segments mostly consisting of musical numbers strung together by a compere (either performances by local artists, religious or pop music videos, or the ubiquitous song and dance sequences from films), but involving local 4 On the role of local entrepreneurs as translators see Ching 2001. There are parallels here with the way in which global trade during the colonial period also depended on such translations across business cultures and moral economies (Jain, forthcoming). level promotions and competitions sponsored by local advertisers; Siticable also uses its local channel for classified advertisements. So Ludhiana cable viewers have access to a wide array of programme choices, ranging from these local city-level channels, through national and regional programming on public and private broadcasters (Doordarshan has a regional centre in Jullundur which broadcasts in Punjabi, while Star and Zee run the Punjabi channels Tara Punjabi and Alpha Punjabi respectively), to foreign imports on channels such as Star World, CNN, BBC or Discovery.
Producing national/regional locality: Indianness and Punjabiness in the trans/national culture industries The state broadcaster Doordarshan's monopoly up until the early 1990s meant that a great deal of broadcasting energy was geared towards the nation-building project, whether through news, 'developmental' soaps, or, later, through the more ideologically volatile mythological serials. If this situation changed dramatically with the influx of foreign satellite broadcasting, the big growth area in the late 1990s was vernacular programming, not just in Hindi but also in the regional languages, particularly those of the south. It has been remarked that the northern regional languages such as Marathi, Gujarati and Punjabi have not developed as strong a presence in vernacular programming as their counterparts in the south because northern viewers tend to understand (or are less resistant to) Hindi and therefore 'leak' across to the Hindi channels (see, for instance, Page and Crawley 2001, 184-222) . This was certainly the case for the Punjabi-speaking viewers we interviewed, who preferred the Hindi soaps on Star Plus to most Punjabi-language programming, with the exception of live broadcasts of Gurbani (Sikh prayers) from prominent gurudwaras (Sikh temples), which many people tuned into as early as 5 am.
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Film song based programming is the easiest and most lucrative way to fill programming slots, as song and dance capsules from new and forthcoming releases are provided free by film promoters. From the perspective of viewers, these make for televisual 'wallpaper', whether in shops -where there is often a television running, primarily for the benefit of the person behind the counter -or homes, where, as one retired empty-nester put it, the television substituted for the raunaq (lively atmosphere) of a house full of people.
advertising profiles, production values and branding of the particular media involved. As with the reformulation of national and regional identity within the terms of the trans/national media, what we are seeing here with the local and regional media is a commercially-driven articulation between different levels of community and modes of distinction, marked for the most part by mutual accomodation rather than by tension. Again, this accomodation is made possible on the one hand by the spatial and temporal coralling of what is recognised as a community's 'cultural' life into leisure time and spectacular events, and on the other hand by the very articulation and playing back of local or community identities, which enables them to be harnessed to the logic of the brand without threatening 'tradition'. Thus, for instance, unlike the controversial Miss World pageant in Bangalore in 1996 which sparked protests from feminists and Hindu nationalists alike, the Ludhiana-based 'Miss World Punjaban' or 'Miss Karva Chauth' events meld the interests of the cosmetics and fashion industries with conservative formulations of Punjabi or Hindu womanhood.
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If, in an earlier model, post/colonial nationalism was cathected onto the sign of woman and her association with the home as an interiorised space of cultural and religious tradition (as opposed to the modern/westernised domain of the masculine 'outside'; see Chatterjee 1993), this gendered 'home' has now become an imagined, deterritorialised space ('World Punjab'), actualised through mass-mediated public performance even as it invokes and valorises domesticity.
That said, however, I want to suggest that there are also other spaces of community or locality that unfold in a minor key: undeclared, uncelebrated and unsymbolised in textual self-representations, mass-mediated or otherwise. These performances of community are not necessarily confined to the gendered domain of woman/home, nor are they necessarily antithetical to mass media or new technologies: indeed, on the contrary, they both enable the penetration of new technologies and set the terms on which this takes place. Consider, for instance, the reliance of cable and other media networks in Ludhiana on interpersonal interactions: on direct, personal relationships between cable 11 Karva Chauth is a festival in which married women fast for the well-being of their husbands; now Hallmark-style cards are available for women to wish their husbands on this occasion, which has taken on the contours of a 'Husbands' Day'. operators or MSOs and customers, local government officials, politicians and local businesses, or between magazine publishers and their advertisers. These relationships are consistent with the 'informal' or 'semi-formal' styles of corporate functioning that have characterised many aspects of the Indian economy during the postindependence period, indexing the absence of a well-enforced formal regulatory environment within which to conduct business. While such financial and resource networks have largely been based on caste solidarities and kinship ties, these identitarian formations have not precluded cross-caste and 'inter-vernacular' (Jain, forthcoming) interactions within regional, pan-national and indeed transnational frames -interactions that are not explicitly acknowledged as the basis for community, even as they are integral to the performative fabric of everyday life. This has historically been particularly true for situations where the introduction of new technologies has meant relatively fluid participation and mobility on the part of different social strata (see for instance Guha-Thakurta 1991 on the early print industries in Calcutta).
Even beyond these relatively instrumentalised connections, there is another way in which the cable TV network provides a site for the performance of community at a micro-level, again in a manner which shifts the terms of existing, explicitly acknowledged and ritually performed identitarian affiliations and solidarities. Take, for instance, the story of 'Jaggi', who started out as a television repair man and then became a neighbourhood cable operator with the encouragement and support of his friends in the neighbourhood. For this group of men, regular social interaction in the evenings and a shared enthusiasm for new technologies (and, they admitted, for the models on Fashion TV) became the basis for an experiment in putting up a satellite dish using local hardware. The three friends, convinced of Jaggi's technical and entrepreneurial abilities, pooled in the capital for this venture as well as pitching in with the physical work of putting up the dish: they animatedly described how it took all night, with people from the neighbourhood gathering to watch this (unmediated yet mediatising) spectacle as they ran around gathering materials, mixing and pouring cement and so on. The friends' faith in Jaggi -one of them proudly called him 'the father of cable in Ludhiana' was not misplaced: Jaggi's neighbourhood cable business has grown, as has his reputation in the neighbourhood as a technical whiz, and he is now the technical director for the Ludhiana-wide WIN office. Most evenings when he comes back from the WIN office his friends drop by to hang out with him in his local cable shop, next to his home. This space of male bonding is another instance of the way in which new, globalised technologies are not necessarily alienating and destructive of 'local' community, but can foster it in various unacknowledged ways.
It could be argued that the kinds of performed community I am gesturing towards here are not 'properly' political to the extent that they do not draw on or foster a self-reflexive subjectivity or articulations of solidarity. At the same time, however, these opaque, unacknowledged links form the basis of a performance of locality which cannot easily be accomodated within the terms of consumerist/multicultural identitarianism, unlike the kinds of deterritorialised, imagined locality I described in the first half of this paper. And unlike some of the microresistances whose valorisation is so often lampooned in critiques of cultural studies, these solidarities and networks do not simply retreat to the realm of the personal or private in ignoring the imposed forms of modernity accompanying the new technologies taking hold in a wider intersubjective domain. On the contrary, they actually push back, instituting alternative styles of corporate interaction which can in some instances form the basis for strategic organisation, as with the fierce resistance currently being proffered by LMOs to proposals for the implementation of CAS (individually addressable Conditional Access Systems).
12

Conclusion 12
On September 25, 2001 the Minister of Information of Broadcasting, Sushma Swaraj, constituted a parliamentary task force to make recommendations as to the introduction of CAS in India. This was in large part a response to representations by the Cable Networks Association, a cable operators' organisation, protesting against hikes in the rates of pay channel subscriptions. On December 10, 2002, parliament passed the Cable TV Networks (Regulation) Amendment Bill 2002, which made an addressable system implemented through set-top boxes mandatory for all pay channels starting in the metropolitan cities from July 14, 2003. The bill sets out a two-tier system, with a basic service consisting of free-to-air (FTA) channels whose minimum number and maximum floor price is fixed by the government, and a premium service consisting of pay channels, with rates to be decided by the broadcasters. Cable operators will be obliged to disclose channel subscription rates, the number of subscribers, the rates being charged and the number of subscribers for FTA and pay channels. LMOs are currently up in arms against the proposed floor price for FTA channels of Rs.71.33, which they say will put them out of business; they are demanding a minimum floor price of Rs. 180.
